Abstract. Based on the survey of 265 after 90s consumers in Chengdu, using AMOS23.0 and SPSS22.0 software to analyze the structural dimensions of consumer innovativeness and their relationship between social network involvement. The results show that there is a significant positive relationship between social network participation and consumer innovativeness. Among them, there is a significant positive relationship between social, functional, hedonic and cognitive creative dimensions and focused search of new product information.
Introduction
The increase in the number of online shopping users promotes the rapid social and economic development of the entire society. However, with the rapid changes in consumers' demand for products or services and the continuous shortening of the product life cycle, enterprises that provide products or services will face more and more competition, innovation has gradually become the focus of all businesses. Investing in new products or services to the market is the main way for enterprises to innovate [1] . And consumer innovativeness is the tendency of consumers to adopt new products. In this context, it is of great practical significance to study the motivation of consumer innovativeness.
Literature Review
Consumer innovativeness is not only reflected in consumers' inherent tendency to adopt new things (new ideas, new products and new brands etc.) [2] , showed consumers' inherent personality traits; also showed a tendency to experience the earliest new product [3] . Shi-lan Liu (2011) divides consumer creativity perceived innovativeness and cognitive innovativeness [4] . Xiao Yang et al. (2016) divided consumer innovativeness into three dimensions: general innovation, specific innovation and alternative innovation [5] .
The definition of Social Media by Zhao et al. [6] is "a type of Internet media for which users can interact with content on the basis of the concept and technology of Web 2.0." Scholars have mainly studied the social media background and the impact of social media.
Empirical Analysis
According to the existing research (Vandecasteele and Geuens (2010)), consumer creativity is divided into 4 dimensions: social innovation, functional innovation, hedonic innovation and cognitive innovation.
The Measure of Variables
The questionnaire design includes three parts: The first part is to investigate the basic information of the subjects, such as gender, age, educational level, the type of social media commonly used, the average daily Internet access and other information; The second part surveys the variables involved in four dimensions of consumer innovation, and the innovative measurement tools for consumers are based on a mature scale; The third part is about the use of social networking intentions by investigators Survey. Indicators using Likert scale evaluation, 5 means that the scorers are very agree with the description; 4 representatives more agreeable; 3 representatives of the general approval; 2 representatives do not agree, 1 representative does not agree very much.
Data Description and Analysis
In this paper, 265 post-90s students in Chengdu were selected as the research objects. The total amount of questionnaires distributed in this survey is 300, and 282 questionnaires are recovered, of which 265 are effective and 93.9% are available.
Confirmatory Factor Analysis
Confirmatory factor analysis was performed on the obtained samples using AMOS 23.0 software. For the fitting index of confirmatory factor analysis, according to the practice of the existing scholars in the actual research, this study chose χ2 / df, RMSEA, CFI and IFI to fit the model Degree for evaluation. The results show that the consumer innovativeness scale is well validated and the results of analysis are shown in Table 1 . 
Correlation Analysis
Overall Consumer innovativeness are obtained by summing the four dimensions of consumer innovativeness and relevance analysis conducted by SPSS22.0 software to determine the total consumer innovativeness and the correlation between each dimension and the type of social media usage. The results show that the overall consumer innovativeness is significantly related to Weibo while the relationship with WeChat, QQ and other social media is not significant. Therefore, using different social media may show different consumer innovativeness for the post-90s surveyed. The correlation coefficient is shown in Table 2 . Analysis of the correlation between consumer innovativeness dimensions and different social media shows that social innovation and hedonic creativity are positively correlated with micro-blog, with the correlation coefficient is shown in Table 3 . This shows that more users of Weibo are more socially and hedonistically innovative than the WeChat and QQ consumer groups. Weibo is a social media focusing on social and entertainment, which is more in line with the characteristics of the younger after 90 groups, which in turn can promote its innovative behavior. On the basis of the Vandecasteele and Geuens (2010), this study draws on André Grützmann et al.'s (2013) study to add a total of seven questions on Q28-Q34 to investigate the intention of the network. The correlation coefficient of overall consumer innovativeness and social network usage intention is shown in Table 4 . The results show that overall consumer innovativeness is significantly related to the intent of social networking. It is manifested in the search of product information, to provide advice on existing products or unlisted new products. From this it can be seen that for those who use more on social networks, searching for information about the new product and making suggestions about the product may tend to accept and adopt new things and may show greater consumer innovativeness. The correlation coefficients between the dimensions of overall consumer innovativeness (social, functional, hedonistic and cognitive innovations) and social networking intentions are shown in Table  5 . The analysis shows that there is a significant correlation between each dimension of consumer innovativeness and the intent of using social network, in which each variable of hedonic innovation and social network usage shows a significant correlation, the intentions of investigators to use social networks are mainly reflected in the innovative aspect of hedonism. As can be seen from the analysis in Table 4 and Table 5 , the variables Q28, Q29 and Q31 have a significant positive relationship with the overall innovation. There was a significant correlation between hedonic innovation and the use of social networks. Cognitive innovation was more reflected in the attention and acquisition of new product information, which in turn affected the purchase of new products. Innovativeness of hedonicity shows that consumers receive emotional stimuli, whereas cognitive innovations show that consumers are motivated by knowledge and learning. This is in line with the actual situation. After 90 group belong to younger groups, and they themselves tend to pay more attention to the expression and enjoyment of their own emotions.
Conclusion
In this study, consumer innovativeness is understood as the willingness and behavior of consumers to take the lead in accepting new products. Considering that social networks are very conducive to the exchange of information and knowledge, this study examines the relationship between social network participation and consumer innovativeness. The study found that there is a certain relationship between social network participation and consumer innovativeness. Hedonistic and Social dimensions of overall consumer innovativeness are significantly associated with the use of social networks. The results of this study are conducive to understanding the motivation of after 90 consumers groups to innovate, paying attention to the innovation of after 90 consumer groups, and their changes to existing products, service experiences and demands, and using innovative marketing strategies meet the pursuit of excitement and novelty personality.
